Introduction
More farmers are selling agricultural products directly to consumers through farmers' markets, roadside stands, and community supported agriculture (CSAs) [1] . CSAs are a type of direct-to-consumer agricultural enterprise where a farmer makes the management decisions, but shareholders pledge support by purchasing either a full share or half share of a portion of the products harvested on the farm [2] . The share price can cover operating costs, taxes, insurance, housing, or the farmer's labor [2] . In years with disastrous yields or poor weather, shareholders receive limited produce while the farmer still receives a living wage. In years with good yields, shareholders receive more produce, and the farmer receives a better living wage. Shareholders may pick up their share at the farm, while other CSAs deliver shares to a centralized location, a farmers' market, or the home [3] . Most CSAs offer a variety of vegetables, fruits, and herbs; some CSAs also provide shares in eggs, meat, milk, baked goods, fiber, honey, beeswax, and firewood [2] .
US consumers have shown their interest in local foods by purchasing produce through a CSA [4] [5] [6] [7] [8] [9] [10] . Information on who buys local food and their motivations would help farmers improve their marketing efforts [1] . Many farmers have equated marketing with selling their products rather than having a clear understanding of consumers' wants and needs [11] . Marketing to consumers' wants and needs is considered the most important factor that determines the success of an alternative agriculture enterprise like a CSA. New shareholder recruitment and retention has been a challenge for CSAs [12, 13] . In the 2014 season, more CSA operators indicated that new shareholder recruitment was more challenging for CSAs located in the northeast and southeast in the United States. Urban CSAs also indicated more recruitment challenges in comparison to CSAs in rural areas [14] . Little to no research has used consumers' motivations for joining a CSA, level of community attachment, and their use of communication channels to develop a community-based social marketing campaign for recruiting individuals to join a CSA and to retain existing shareholders.
Motivations to Join a CSA
Fishbein has established relationships between an individual's beliefs of attributes of an object and the formation of the individual's overall attitude toward the object [15] . His work has provided evidence that an individual's attitude toward an object is positively associated with the individual's intentions to use the object [16] . Attitudinal characteristics were factors for explaining consumers' motivation to join a CSA in the United States [4, 7, 9, 10] . One of the major motivations related to quality traits in food, such as fresh, organic, and seasonal. Fifteen members of a CSA in the northeast indicated that having organic, fresh, tasty, seasonal produce grown by a local farmer was the most popular reason for joining the CSA [7] . Almost all respondents from the Roxbury Farm CSA reported that receiving fresh vegetables (99%) and eating organic vegetables (93%) were either very important or important in their motivation for joining the CSA [9] . Respondents also indicated they joined the Roxbury Farm CSA because they wanted to consume seasonal vegetables. Similarly, members of eight CSAs in the Twin Cities area of Minnesota indicated availability of organic foods, desire for fresh produce, and desire to eat vegetables in season as motivations [4] . Members of two CSAs, located in Ithaca, New York, ranked freshness as the most important trait considered in their decision to join a CSA, followed by locally grown and organically grown [5] . The two most common motivations for joining the From the Group Up CSA in Maryland were wanting locally grown produce (86%) and organic produce (84%) [8] . Research has indicated that health concerns also motivate consumers to join CSA. When ask about the benefits of joining, CSA shareholders in Missoula, Montana, said it was important to do something good for their health [6] . Shareholders of the Redwood Roots Farm CSA in Humboldt County were concerned with healthy food for themselves and society at large [17] . Limited research has been conducted to examine the relationship of environmental concern and local food production. Specific environmental issues motivating consumers were soil erosion, fossil fuel dependency, pesticide contamination, and depletion of wetlands, prairies, and wildlife habitat [18] . Hassanein [6] reported that 82% of CSA shareholders in Missoula, Montana, said supporting efforts to protect the environment was a benefit gained from their membership. Environmental concerns for members of eight CSAs in the Twin Cities area of Minnesota included concern for a healthy environment, knowledge of how and where their food was grown, and their desire to reduce packaging [4] . Additionally, researchers have revealed a relationship between motivations to join a CSA and general environmental attitudes, using the revised New Ecological Paradigm (NEP) scale [19] . The revised NEP had statistically significant relationships with respondents' strong desire to reduce packaging of food products, for food free of pesticides, to support sustainable agriculture practices, and for food products that are not genetically engineered.
Community-Based Social Marketing
Community-based social marketing (CBSM) is a strategy for fostering sustainable behavior in agriculture [20] . CBSM is founded on the belief that personal contact at the community level is the most effective approach to change sustainable behaviors, such as eating locally grown food from a CSA [20] . This approach involves (1) selecting a sustainable behavior, (2) identifying barriers and benefits to performing the sustainable behavior, (3) designing strategies that uses behavior change tools that address the barriers and benefits, (4) piloting the strategies with a small segment of a community, and (5) implementing the sustainable behavior on a broader scale and evaluating the behavior change once it has been adopted in the community. Communicators must first recognize the barriers and benefits to performing a sustainable behavior, understand these barriers differ among community residents, and discover what motivates community residents to engage in sustainable behaviors [20] . Communicators use these tools to develop a strategy to remove the barriers and enhance the benefits of performing the sustainable behavior: commitment, social norms, social diffusion, prompts, and communication. Commitment begins by asking for individuals to voluntarily agree to a small request and then following up with the larger request. Commitment for doing a sustainable behavior should be sought by individuals interested in the behavior. When possible communicators should help the individuals to view themselves as environmentally concerned [20] .
Social norms can influence an individual's ability to engage in a sustainable behavior [20] . Individuals are more likely to be influenced by the behavior of those who are similar to themselves. Social networks (informal and formal) can increase individuals' cooperation for achieving a mutually beneficial behavior, develop strong norms of acceptable behavior, convey their expectations to one another, establish reputations for keeping promises, build trust, and facilitate communication/flow of information [21] . Informal social networks include family, friends, and neighbors. Formal networks include relationships formed through work, institutions, or associational memberships, such as business groups, financial groups, youth groups, religious groups, cultural associations, parent groups, school committees, sports groups, service group, professional associations, and trade unions [21, 22] . Social diffusion, or the diffusion of innovations, is a process by which conversations with trusted individuals, who are perceived as similar to themselves, influence adoption of sustainable behaviors. Social networks are an important component for determining social diffusion, especially family, friends, and colleagues. Prompts are an effective behavior change tool because they remind individuals to perform the sustainable behavior [20] . Either a visual or auditory prompt serves as a reminder to engage in a sustainable behavior that individuals already perform. These prompts are not meant to increase an individual's knowledge or change his or her behavior. Communicators should combine the use of prompts with commitment strategies and social norms to encourage individuals to act on the prompts. Communication is a tool of CBSM used to capture the attention of the target audience in order to initiate behavior change [20] . Communication efforts include the use of messages, credible sources, personal contact, modeling, and community leaders. Persuasive messages influence individuals' attitudes and behaviors [20, 23] . However, communicators need to know the intended audience's attitudes, beliefs, and behaviors before crafting persuasive messages. These messages need to be tailored to the different segments of the community to be effective. Additionally, effective messages need information that is vivid, concrete, and personalized. Vivid information is more likely to be recalled at a later time because the information stands out against other information. How the information is framed is also important. Most sustainable behaviors can be framed positively or negatively. Marketing research indicated that messages emphasizing negative motivations to engage in sustainable behaviors or losses as a result of inaction are more effective than positive messages [20] . Messages delivered through personal contact from credible sources are more influential on forming individuals' attitudes and behaviors than mass media coverage [20] .
This study fills a gap in the knowledge of the factors influencing 
Materials and Methods
The instrument used for this study was part of a larger descriptive, collective case study used to explore the marketing strategies of three CSA owners and the factors influencing their shareholders to join a CSA in [state] . This collective case study used a mixed methods design to collect and analyze quantitative and qualitative research data concurrently but separately as a way to better understand the research problem [24] . For the quantitative data collection, the researcher contacted identified 120 CSA owners in [ The data collected from three sections of the researcherdeveloped questionnaire was used in preparing this manuscript. One section of the questionnaire used items from previous instruments [4, 19, 26) to indicate how strongly shareholders agreed or disagreed (1=strongly disagree to 5=strongly agree) with 17 statements about their motivations for joining a CSA. The researcher used the revised New Ecological Paradigm Scale [27] to measure shareholders' level of agreement with seven statements measuring their attitudes and values toward the environment on a 5-point Likert scale (1=strongly disagree to 5=strongly agree). Respondents rated their level of involvement with eight types of local groups by providing the number of such groups they belonged to or volunteered with, ranging from zero to 10. Categories of local groups were formed using questions from previous instruments measuring social capital [28, 29] . Religious or spiritual groups included churches, mosques, temples, informal religious groups, and religious study groups. Cultural groups referred to ethnic-based groups, arts, music, theater, festivals, film, and dance. Youth organizations included sports teams, scouts, FFA, 4-H, Boys and Girls Clubs, and school activities/clubs. Parents' associations included PTA, PTO, and other school support or service groups, including home school. Respondents were asked their level of involvement in adult sports teams or clubs. A professional association related to trade, farm, business, doctors, lawyers, teachers, veterans, and labor unions. A service group involved Lions Club, Rotary International, Kiwanis, woman's club, alumni groups, and college fraternity or sorority. Political groups were considered political action groups, political clubs, or party committees.
A panel of experts comprised of faculty and graduate students in agricultural education and communications established face and content validity of the instrument. After using the panel's comments to revise the questionnaire, the instrument was submitted for approval by [the university's] Institutional Review Board. Prior to administering the questionnaire to the study's sample, the researcher conducted a pilot test with shareholders of two CSAs to establish reliability of the researcher-developed questionnaire. The Cronbach's α value from the pilot test was 0.90 for the motivations to join scale. The scale measuring environmental attitudes had a Cronbach's α of 0.81.
The researcher collected data through an online survey to members of three CSAs in [state] using SurveyMonkey™. The researcher created the e-mails and online survey that the CSA owners sent to their shareholders. As the first contact, CSA owners sent a pre-notice e-mail to their shareholders requesting assistance with completing the questionnaire. CSA owners sent an e-mail with the link to the online survey as the second contact. CSA owners sent a third e-mail to thank their shareholders for responding to the questionnaire and remind others who had not. A total of 85 online surveys were returned for a response rate of 41%. The researcher imported the data into SPSS ® 18.0 for Windows™ PC. The researcher handled non-response rate to the online survey by using the Fisher's exact test [30] . No significant differences were found between early and late respondents for ethnicity, employment situation, marital status, ownership arrangement, and the number of children under 18 living in their households. Descriptive statistics described shareholders' motivations for joining a CSA and environmental attitudes. Spearman's rho correlation coefficients indicated relationships between specific information channels and the motivations to join a CSA construct. The results presented in this study are cumulative of the three CSAs.
Results
Question 1: What motivates shareholders to join a CSA in [state]?
As seen in Table 1 , the highest rated motivation was the desire for fresh food products (M=4.78, SD=0.64). The second highest rated motivation was tied between the desire to support local community members who grow food (M=4.73, SD=0.92) and the desire for food free of pesticides (M=4.73, SD=0.72).
Question 2: What are the shareholders' environmental attitudes?
Respondents had the highest level of agreement (M=4.64, SD=0.53) with the statement that "despite our special abilities humans are still subjects to the laws of nature" ( Table 2 ). Respondents agreed that "humans are severely abusing the environment" (M=4.27, SD=0.89). The third highest environmental attitude was that "the balance of nature is very delicate and easily upset" (M=4.23, SD=0.76).
Question 3: What is the level of community attachment CSA shareholders have with their communities?
The highest ranked statement was "I feel 'at home' in my community" (M=3.76, SD=0.93). Respondents reported a mean of Note. The scale was 1=Strongly Disagree, 2=Disagree, 3=Neutral, 4=Agree, and 5=Strongly Agree. Respondents indicated their involvement in eight different types of local groups. As seen in Table 3 , many respondents (n=25, 51.0%) were involved in professional associations or cultural groups (n=23, 46.0%). Table 4 showed the relationships between the shareholders' use of 11 information channels and the summated average of the motivations to join construct. The motivations to join a CSA construct had a significant relationship with print publications (r s =0.49, p<0.01) and e-mail (r s =0.43, p<0.01).
Question 4: What is the relationship between shareholders' motivations to join a CSA and their use of communication channels to seek information about food choices?

Discussion
Findings from this study have potential implications for developing marketing practices for CSAs located in [state] communities. The information was organized by the components McKenzie-Mohr [20] included in a community-based social marketing (CBSM) campaign, specifically using the identified benefits in their messages, identifying social norms, seeking commitment, and writing effective messages.
Identifying barriers and benefits of joining a csa
FoodRoutes Network, a national non-profit organization supporting local, community-based food systems in the United States, suggested marketing campaign ideas derive from consumers' attitudes and behavior toward consuming locally grown food [31] . Communicators should refer to shareholders' motivations for joining to more effectively target the type of consumer who would be likely to join a CSA. Many of the motivations for joining a CSA in [state] related to food quality traits and environmental concerns, particularly the desire to reduce packaging on food products, to use sustainable agricultural practices, to consume non-genetically engineered food products, and to consume food products free of pesticides. Shareholders in this study desired locally grown, fresh food, supported local community members who grew food, and supported their community's local economy.
CSA shareholders from three CSAs in Illinois and three CSAs in New Hampshire indicated their motivations for joining using the same 17-item construct from this study [19] . Respondents from those CSAs in Illinois and New Hampshire also had a strong desire for fresh food, for food free of pesticides, for locally grown food products, to support local community members who grow food, and to support their community's local economy [19] . Survey responses from shareholders of two CSAs in Ithaca, New York, ranked freshness as the most important motivation and locally grown as the second most important motivation for joining a CSA [5] . The motivations concerning food quality traits-fresh, organically grown produce-were also important to CSA shareholders in the Northeast [7] . Similarly, 99% of the respondents from the Roxbury Farm CSA indicated that receiving fresh vegetables was either very important or important [9] . In contrast to the food quality traits, concerns related to building social networks via the CSA and motivations based on specific health conditions were less important motivations for joining the CSAs in [state], Illinois, and New Hampshire [19] . Respondents from the three [state] CSAs expressed neutral agreement with the desire to meet new people who care about where their food comes from.
[State] CSA shareholders disagreed that specific health reasons/conditions required this kind of food products. Similarly, CSA shareholders in Illinois and New Hampshire agreed they desired to meet new people who care about where their food comes from and held a neutral opinion that specific health reasons/ conditions required this kind of food [19] . 
Local
Social norms
One way to measure social norms is to ask individuals about their values held because the responses provide a sense of norms held by a community or a group [32] . The motivations individuals have for joining a CSA can represent their social norms. CSA owners could administer an online survey to shareholders to determine their shareholders' motivations for joining then share that information through the preferred information channels to help shareholders realize their norms.
Respondents' agreement with the seven statements from the New Ecological Paradigm Scale construct could explain that these individuals were gaining awareness of the material effects an industrialized country has on the environment [33] . These [state] CSA shareholders shared a similar environmental concern as the consumers in rural and urban areas of England when making food choice decisions [34] . Weatherell et al. [34] explained that consumers with an increased awareness of and concern for conventional industrialized systems and their impact on the environment were interested in buying local foods or engaging in sustainable food systems. Environmental concern might be related to consumers buying organic food and locally grown food [35] . These consumers might have notions that local food systems are environmentally sustainable [36, 37] . It was recommended to create marketing strategies for local foods based on environmental awareness.
Commitment
Trust was an important characteristic that could impact commitment to adopting sustainable behavior, such as joining a CSA [20] . McKenzie-Mohr [20] explained that shared environmental attitudes and concern promoted commitment to a sustainable behavior because the shareholders had common values and norms. A way for potential shareholders to build trust and commitment to a CSA was by having the CSA owner help potential shareholders view themselves as environmentally concerned [20] . A CSA owner could use the environmental attitude statements to build trust. This trust could help potential shareholders trust each other and the CSA owner, allowing them to work together and support a local food movement in their community.
Respondents disagreed that connections made with other CSA shareholders would be useful if an important issue faces their communities. Two of the [state] CSAs offer a limited number of events at the CSA farm, while one CSA does not provide any social opportunities for its shareholders. Since shareholders can pick up their share at the CSA farm or a drop-off location, they have less interaction with each other and less opportunity to build trust and a social network. The limited contact and lack of trust among shareholders could prevent owners from retaining shareholders in their CSAs. The results of this study indicate that many respondents belonged to professional associations, cultural groups, or religious or spiritual groups. CSA owners might find new shareholders from these local organizations, use involvement in these local organizations to identify social norms and behaviors of shareholders.
The fourth research question determined the relationships between the use of 11 information sources and the summated average of the motivations to join a CSA construct. Significant relationships existed for motivations to join a CSA and print publications, e-mail, presentations at local organizations, direct mail, and cooperative extension. Through the use of brochures, CSAs educate consumers at farmers' markets about CSA membership and recruit new shareholders. A brochure, along with other print publications, is an information source that can contain messages that emphasize the most important motivations for joining a CSA. All three CSAs used e-mail to communicate with current shareholders about weekly pick-up of the share, items in the weekly produce share, recipes, and updates about the farm. In the current study, CSA owners primarily used e-mail and their websites to communicate with their current shareholders. While e-mail was an effective information channel for existing shareholders, respondents to the shareholder survey rarely used e-mail to search for food choice information. It seems that CSA owners might need to use other information channels to CSA owners could deliver presentations to local organizations about the reasons for joining a CSA, and in return, expand and create new social networks for recruiting potential shareholders. Extension was an information source with a significant relationship with the motivations to join a CSA construct. An Extension agent might promote the local food movement and membership in a CSA to residents in the county if CSA owners introduced themselves and invited the agent to the CSA farm. Extension agents could conduct programs or workshops at the CSA farms or share information with residents.
Information sources provide social networking opportunities with the CSA owner and among shareholders. According to Hinrichs [38] , the creation of social relationships is important to the formation and maintenance of local food systems. Information sources can help residents discover CSAs in their area, recruit potential shareholders, and enhance relationships among current shareholders. If these information channels communicate about the specific motivations for joining a CSA, they can help grow and strengthen CSAs.
Communication
Persuasively written messages have the intent of influencing an individual's attitudes and/or behaviors [20] . When recruiting potential shareholders, a community-based social marketing campaign might need to persuade potential shareholders to adopt a different lifestyle. A good way to capture potential shareholders' attention was through recruitment messages that focused on shareholders' motivations for joining, knowing that potential shareholders may share these same motivations. CSA shareholders desired fresh food products, to support local community members who grow food, food free of pesticides, to support sustainable agricultural practices, and for locally grown food products. CSA owners should continue to emphasize the attributes of the farm, such as locally grown, organic, and fresh since those were motivations for joining a CSA. These motivations have already encouraged membership from their shareholders, so messages about the motivations for joining a CSA could entice similar individuals to join. Food Routes Network recommended increasing consumption of locally grown products by increasing awareness of where to find locally grown food, delivering messages about why purchasing locally grown products is important, and removing barriers toward buying locally grown products [31] . Shoppers were more supportive of buying local products after learning the benefits of sustaining their communities and local economy, and supporting local farmers [34] . Furthermore, messages need to relate back to shoppers' values and attitudes toward locally grown products. Weatherell et al. [34] recommended creating marketing strategies for local foods based on the environmental benefits.
Recommendations for Future Research
Results from this study provided opportunities for future research. This study used the motivations to join CSA construct previously used in a study of CSA shareholders in Illinois and New Hampshire. The 17 items had a Cronbach's α of .90 on the pilot test, which is considered an acceptable value. However, further research should explore if shareholders have additional motivations for joining. Furthermore, more research is needed to test and refine the motivations to join construct. Factor analysis with a larger sample size would indicate if the motivations to join construct has subscales. An exploratory factor analysis would determine which of the 17 items form a construct for further use in questionnaires. Exploratory factor analysis would also reduce the number of items in the construct to a more manageable size. Much of the previous research has surveyed or interviewed current shareholders to discover their motivations and environmental attitudes. A useful next step would be to conduct a broader study that collects data from a general population in one community, multiple communities, or a region of the United States.
This study focused on three factors for joining a CSA: motivations, environmental attitudes, and community attachment. Researchers could identify other factors that influence an individual to join a CSA. A study could reveal the demographic and socio-economic characteristics that the shareholders in the three [state] CSAs share. Studies concerning CSA membership in the United States have shown that many shareholders have the common characteristics of gender, ethnicity, and level of education. Other characteristics revealed in these studies included age, household structure, number of children in household, income, political affiliation, length or residency, and location of residency. When designing a CBSM campaign, CSA owners should know about the audience interested in joining. CSA owners could more efficiently invest their time and marketing efforts by knowing the demographic characteristics of individuals interested in joining a CSA.
